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Kajian ini bertujuan meninjau tahap budaya orientasi pemasaran yang
wujud di organisasi yang tidak bermatlamatkan untung dengan
menggunakan model asas  pemasaran organisasi yang bermatlamatkan
untung. Organisasi yang dipilih ialah Sekolah - sekolah Menengah bantuan
penuh kerajaan di Kedah Darul-Aman. Rasional kajian ini adalah dalam
persaingan antara organisasi, model orientasi pemasaran telah diterima
umum sebagai strategi untuk mencari kelebihan daya  saing dan
bermatlamatkan kepuasan pengguna. Maka kini pihak sekolah juga wajar
berubah mengikut rentak semasa demi meningkatkan kepuasan pengguna
dan reputasi sekolah tanpa mengabaikan matlamat organisasi dalam
disiplin pendidikan .
Pengumpulan data dibuat melalui teknik soal selidik skala likert yang
diedarkan sendiri kepada responden . Para  responden terdiri daripada 382
orang pelajar tingkatan 4 dan 5 di 10  buah sekolah terpilih di bandar dan
luar bandar . Reka bentuk soal-selidik  adalah berasaskan komponen-
komponen model asas  orientasi pemasaran yang merangkumi komponen
kehendak pelajar, kemudahan fizikal di sekolah, perkhidmatan pendidikan,
harapan pelajar, dan perhubungan organisasi . Semua data diproses  dan
dianalisis secara deskriptif dan inferential. Dapatan yang ditemui
membuktikan wujud perhubungan positif  yang signifikan antara komponen-
komponen kajian dengan orientasi pemasaran. Manakala ujian hipotesis
membuktikan semua hipotesis null ditolak. Sementara ujian regrasi
menunjukkan komponen perhubungan organisasi menjadi komponen
penyumbang terbesar kepada orientasi pemasaran, dan diikuti oleh
komponen kemudahan fizikal, perkhidmatan pendidikan, kehendak
pengguna dan komponen harapan pengguna menjadi komponen
penyumbang terkecil. Penemuan ini membuktikan bahawa telah wujud
budaya berorientasi pemasaran di sekolah-sekolah menengah di Kedah
Darul-Aman.
ABSTRACT
This research was developed to determine the level of marketing orientation
in non-profit organization by using a marketing model for profit organization
as a measurement tool. The non-profit organization chosen as population
for this research are schools that are fully sponsored by government in the
state of Kedah Darul-Aman. The marketing orientation model used was
generally accepted as a strategic weapon in search of competitive
advantage and in achieving consumer satisfaction. Schools on the other
hand, as a non-profit organization should make an attempt to adapt to the
new wave. This is to maintain school good will and further enhance
customer’s satisfaction and school discipline.
Information was gathered through questionnaires distributed personally to
respondents. A sample size of 382 students in form 4 and 5 were selected
from ten urban and rural schools as the research respondents. The
questionnaire consists of several components including student’s wants,
infrastructure of the school, education service, student’s expectation and
organization relationship with the external environment and customers.
Data was analyzed using descriptive and inferential statistics. The data
show that a positive and significant relationship exists between components
mentioned above and marketing orientation. The hypothesis test indicates
that the entire null hypothesis cannot be accepted. On the other hand,
regression test shows that the organization relationship is the main factor
that contribute to the marketing orientation followed by school
infrastructure’ education service, customer’s wants and lastly customer’s
expectation.
This gives us insight that the culture of marketing orientation had exist to a
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